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The following report is based on the Integrated Nielsen Panel, with monthly data representing 
the four week period from 10/2/94 to 10/29/94. 

SUMMARY 

• PM s share declined to 46.1%, -0.6 points below its mid-year peak. 

• RJR experienced its first month-to-month decline since June 1994, down -0.2 points. 

• The Discount category advanced for the first time since January 1994, up +0.1 point. 


Phi li p Morri s 

• PM's monthly share declined for the fourth consecutive period, down -0.2 points 
versus month-ago and -0.6 points from its June 1994 peak. This month's loss was 
driven by Marlboro while OPB and PM Discount remained relatively stable. PM was 
favorable versus all benchmark criteria except OPB and B&H. 

• Marlboro declined -0.2 points from last month 1 s peak level to 29,1%, with the loss 
concentrated in c-stores (-0.5 points). To some extent, this likely reflected a seasonal 
influence on performance, with the franchise’s retail share in October declining during 
five of the last six years. 

• PM 1 s Other Premium Brands remained stable for the second consecutive month at 
8.8%. This month s performance reflected month-to-month gains in convenience 
stores offset by moderate declines in carton outlets. 

Comoetitiv e Manufacturers 

• Following three consecutive monthly gains, RJR experienced a -0.2 point decline in 
October to 28.8%. This month’s loss was dispersed across its major premium 
products (including Winston and Camel), Reynolds PL’s and Best Value. 

• Among the other manufacturers, B&W, Lorillard and American each posted +0.1 point 
advances, while Liggett remained flat. 

Disco unt Categ ory 

• The Discount category’s share advanced +0.1 point versus month-ago to 30.9%, its 
first positive performance since the beginning of the year. During the month, Discount 
sales continued to shift to branded products: 

- The Branded Discount segment expanded +0.2 points to 24.1%, with Basic, Misty 
and Montclair realizing month-to-month gains. Doral maintained its position as the 
leading Discount entry' for the second consecutive month (0.2 points ahead of GPC). 

- The Private Label segment declined -0.1 point, with PM and RJR incurring declines 
while Liggett rebounded to its highest level since March 1993 (1.2%). 

• PM’s Discount share remained stable at 8.2%, with Basic’s gain offset by PL losses. 
Basic’s share of the Discount category advanced +0.1 point to 14.6%, surpassing its 
benchmark criteria. During October, Basic was supported by a nationally dropped 
B2G1F Free Standing Insert (FSI) and incentive deals at retail. 


Source: https://www.industrydocuments.ucsf.edu/docs/gsmm0004 
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